ettys & Toylors of Harrogete

creates new specialities all year

reund. The North Yorkshire
husiness works ohead en seasonal
variations to its hand-crafted ranges of
breads, cakes, chocolates, isclits and
fanctes and cantinually looks afresh
at its existing products with o view to
developing them further.

Lesley Norris, product development
manager, says: “Our master croftspeople
travel to Switzerland —the birthplace
of Bettys founder Frederick Belmont —
to gather fresh inspiration and
specialist training, and our resecrch and
development team carry out new product
research in major European citles.such as
Milan and Vienna.”

She says a benefit of famity ownership
and the business’ relatively small size
means it has the freedom to be different.
“We feel it is not just our experts who
have all the best idecs, so we encourage
staff from different parts of the Beitys
businesstg get together and share their
own theughts on what we might create
inext. This might be as simple as bringing
dlong a treasured favourite family recipe!”

The company can flex its develdpmient
programme to match the continugl
feedhack customers give on what they
enjoy maest though the Bettys shops
within its six café tea rooms. A taste
panel — avid supparters whe volunteer to
meet regularly — guide the compony in
the right direction.

Customers are encouraged to try new
products through sampling in the shops.
Staff hove detoiled informgtion about riew
specialities and know how they are made
at the craft bokery, A guarterly custorrter
newstetter also highlights.what is new,

Marris says feedback is extremely
important. “Cur customers are very loyal
and becemne fond of their favourites, such
s ouf bestselling Yorkshive Cobble—o
maist, close-textured loaf with a tich dark
crust made with rye flour, baked in.a
wooden tray and inspired by the cobbled
streets of York. Following some recent
research, we Jearned how impartant it is to
Bettys” custorners that our breod is made

www.bakeryawards co.uk

New product development (NPD) is what keeps businesses fresh,
stimulating interest and attracting new audiences, says Andrew Don

with local ingredients. Now, 50% of the
flour we use is supplied by local farmers,”
Bettys is an exampie of haw NPD and
| Inhovation are alive and kicking in the craft
sector; but James Smith, soles manager ot
ingredients supplier Edme, says there ts still
room for impravement in the industry. He
says suppliers are driving much of the

NPD at Edme, which
advises keeping an
eye an profitability

preduct developmant, supperting the
hakers with poirt-of sale matetial.

Bakers need to spend money to make
meney — something Smith appreciates is
difficult in the current economic cimate,
“It's easy to just sit there and keep your
head just above water, but with good
enough bockground research, you cdn
limit the cost and risk involved

The person leading NPD'has to higve a
good feel for costs, whatever the size of
business, he says. “It’s no use launching
a proguct that has oll the belis and
whistles, but won't he profitable. Once
you have your recipe the way you wont it,
take ¢ serious look at the profitability.
There is no peint buying ¢ lead of
ingredients to make the most obscure
bread in the world if it doesn’t make you
any money,”

Smith says the key is to:

o understand who the customeér is;
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NPD

¢ ask customers what they want;

o assess how far people will trovel to
the shop;

e look ot how much customers are
willing to spend;

o evaluote the competition;

e consider the opportunities;

« play to your strengths.

Smith says the process shoutd nat cast
alot. “it’s getting out there, on the.
phone, formulating what products they
are locking 1o go with, and then looking
at o programme that goes through ¢
12-month cycle, prabably hitting on
segsonal peoks.” When it comes to
testing the products, he suggests this
should not just be dene amaong existing
custorners, because they might say they
like them just tc please you.

SPA Future Thinking, which works with
gionts such as Hovis, says the principles
of what it does with big companies can
be applied ta smdller businesses. Andrew
Tharme, MD of SPA Future Thinking,
Oxford, says: “For a small craft baker you
need to target the lacal community...
they won't be spending millions, but
scmething along the lines of making sure
there is o process and rationale behind
why they cre testing the products and
how they answer questions is valid, but
on a much smailer scole”

Smaller operations might make new
products based on gut feel if they
know their customers well — by name in
some cases — and they understand
their demographics,

Tharme says “It's about understanding
yaur custoriers and knowing what their
tastes are and their needs —that’s the best
research you will do... you shiould innovate
0s much as you need to.”

He warns a lat of creative peaple.
betieve their ideas are good, but passion
will only get them so far, “The pure way of
avoiding any blind faith or ill-conceived
subjecthity is to fet the customers tell you

With new products
it's important to osk
customers what

whot the good ideas are. That's o purely
ohjective approach, which is not
pre-juidging what consumers want; not

assuming you know what's best for them.” | they want, not
He says to ask customers what they are | 95=ume you know.

looking for, how have things changed for el

them in this tighter economy, what they
are interested in and allow them tell you
in facus.groups. Theni introduce some of
the more passionate ideas and see how
they respond. "t will give you cgrect
initial steer to see what the dermand is,
and what will drive sales and profitability,
pravided cost controls are right

Nash's Bokery, of Bicestes, Oxfordshire,
which has six bokery shaps, two
tearooms and a wholesale delivery
service, says NPD.is not the be-all and
end-all. pMark Nash, ¢o-owner, says: “If
we hear af samething. someone else s

|
| | Products being
ploced into tha ovenat -
Edme’s test kitchn
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doing ar hear something is popular, we
introduce it. Every now and again we
invent stuff in the bakery and try it on
customers. Some of our wholesale
customers come to us at times and ask if
we could do something-new for them
and we have dome”

Richard Soper, managing director of
Sweet Moments, in Northallerton, north
Yorkshire, had just held his business’ first
NPD meeting when British Baker called.
“This marming, we've probably identified
that we would like to find mare
innovative ways of packing our products
and varigtions on what we do,” he sdys.

The company has a smail van-sales
operation ond tends to trial new products
in cofés it supplies ond garden centres.
“We get 0s much feedback as we can
from customers,” adds Soper.

Baorkes Craft Bakery, in Wickford town
centre, Essex, introduces several new
breads weekly. Some of the latest have
been chili-ond cheese & leek bread. It
sold 100 of its beetroot loaves for 99p
each in one day on top of what
tustomers usually bought. Kevin Barke,
co-owner, says: “We did beer bread
when the Wartd Cup wos on and we've
done Californic wolnut and raisin bread
and Russian black bread. We cut o foaf
up, butter it and put it on counter and
encourage people ta'try it. There's rio
point saying trade’s.rubbish. You've got
to.innovate.”

www bakaryinio.co.uk




